ABSTRACT. This study explores corporate social responsibility (CSR) by conducting a cross-cultural analysis of communication of CSR activities in a total of 16 U.S. and European corporations. Drawing on previous research contrasting two major approaches to CSR initiatives, it was proposed that U.S. companies would tend to communicate about and justify CSR using economic or bottom-line terms and arguments whereas European companies would rely more heavily on language or theories of citizenship, corporate accountability, or moral commitment. Results supported this expectation of difference, with some modification. Specifically, results indicated that EU companies do not value sustainability to the exclusion of financial elements, but instead project sustainability commitments in addition to financial commitments. Further, U.S.-based companies focused more heavily on financial justifications whereas EU-based companies incorporated both financial and sustainability elements in justifying their CSR activities. In addition, wide variance was found in both the prevalence and use of specific CSR-related terminology. Cross-cultural distinctions in this use create implications with regard to measurability and evidence of both strategic and bottomline impact. Directions for further research are discussed.
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In 1906, a definition of the corporation submitted by Ambrose Bierce in his Devil's Dictionary, noted that a corporation is ''an ingenious device for obtaining individual profit without individual responsibility'' (Bierce, 1906 (Bierce, , reprint 1993 . Consider however, how astonished Bierce would be in light of recent and often successful claims of individual liability on the part of corporate leadership in some American and European firms. Beyond that liability assessed against individual decision-makers (or for the prominent lack of decisions, in some circumstances), there is a growing trend toward holding corporations responsible as corporations for their impact on the social fabric of the systems in which they conduct their business.
In businesses have to the societies within which these businesses operate. The European Commission defines CSR as ''a concept whereby companies decide voluntarily to contribute to a better society and a cleaner environment'' (European Commission, 2001) . Specifically, CSR suggests that a business identify its stakeholder groups and incorporate its needs and values within its strategic and operational decision-making process. Advocates for CSR have several bases for their contentions that a business should go above and beyond the maximization of profits or at least that CSR activities contribute to that objective. The arguments for CSR are based in both economics and ethics (or ''citizenship''). These arguments are not meant to be exclusionary nor allencompassing; they simply assist in discussing areas of differentiation.
The dual motivations of CSR
The economic argument (sometimes termed the ''enlightened self-interest'' model) states that the incorporation of CSR can lead to differentiation and competitive market advantage for the business, something that can be branded for the present and future (Carroll, 1979 (Carroll, , 1991 . This supports the notion that higher levels of the good sublate the lower; in other words, the higher good of social progress completes and perfects the lower goods of collaboration (e.g., the corporation's commitment to profit) or individual satisfaction (e.g., an increase in compensation) by making them more expansive (Morelli and Morelli, 1997) . A number of examples illustrate this basic insight with regard to social progress: the rule of law can enhance individual freedoms; investment of capital in new technologies can yield greater profits in the future; the social objective of alleviating poverty can create new market opportunities and increase profitability. As Porter and Kramer (2002) explain, this sublation is not simply a mere halo effect for the corporation but can result in an actual improvement in its competitive context, whether defined as the natural, social, political, or economic environment within which it operates. In fact, they contend, ''philanthropy can often be the most cost-effective way for a company to improve its competitive context, enabling companies to leverage the efforts and infrastructure of nonprofits and other institutions'' (2002, p. 61, emphasis added). Indeed, there exist examples where companies have implemented a strong CSR policy and have thereby been successful in the establishment of a positive brand, such as BP and Nike. Nike received extraordinarily harsh criticism in the 1990s when it was discovered that its global suppliers -not Nikewere mistreating their workers (Balinger, 2001; Hartman et al., 2003) Yet, after almost a decade of effort that included expenditures of time, personnel, and financial commitments to CSR programs that ranged from microlending to education to healthcare (Hartman et al., 2003) , Nike emerged in late 2006 with accolades including a ranking in the Top Ten of the SustainAbility Global Reporters Program, which evaluates leading practices in corporate sustainability reporting and published in partnership with the United Nations Environment Programme and Standard and Poor's (SustainAbility, 2006b). Accordingly, under this larger economics umbrella, one would find arguments based in the reduction of risk, market reputation, brand image, stakeholder relationships, and long-term strategic interests (Porter, 1998; Porter and Kramer, 2002) . In their recent discourse on strategic CSR, Porter and Kramer (2006) strive to articulate the nature of the relationship between a company's CSR efforts and the interests of society in those activities. In explaining the critical and strategic nature of the interdependence, the authors clarify, ''a company must integrate a social perspective into the core frameworks it already uses to understand competition and guide its business strategy '' (2006, p. 84) .
From a citizenship or ethical perspective, CSR proponents argue that corporations reap the benefits of serving as a community citizen and therefore owe a congruent contributory obligation to that community, in other words, ''it is the right thing to do '' (Kang and Wood, 1995) . Carroll (1979 Carroll ( , 1998 further delineates this responsibility, separating the ethical obligation to do what is right, just and fair from the philanthropic responsibility to contribute to various kinds of social, educational, recreational, or cultural purposes. Matten and Crane (2005) , in evaluating Carroll's stratification, contend that the role of citizenship as a powerful motivator towards CSR has not yet been firmly and consistently established. However, they do submit that there is 374 Laura P. Hartman et al.
